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AS industry facts and figures are 
becoming increasingly impor- 
tant as an index of business ac- 

tivity—particularly in the housing field. 
Real estate editors, business columnists, 
and financial advisory services regularly 
comment on surveys and statistics re- 
leased by Gas Appliance Manufacturers 
Association. 

A recent GAMA forecast of new 
housing starts and homes to be modern- 
ized during the next 3 years was the sub- 
ject of articles in newspapers from coast 
to coast. 

The forecast, based on the AGA gas 
house heating survey for 1954-1957, 
stated that nearly 5,000,000 homes will 
be built or modernized during the next 3 
years—with 2,774,000 new homes to be 
constructed and 2,414,000 old homes to 
be rehabilitated by the summer of 1957. 

The GAMA forecast underscored the 
importance of all types of gas appliances 
—ranges, water heaters, clothes dryers, 
incinerators, refrigerators—in the build- 
ing and modernization program, and 
also pointed out that more than 17,000,- 
000 homes will be heated by gas-oper- 
ated equipment by the end of the 3-year 
period. 

This story of building and moderniza- 
tion prospects for the nation was carried 
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to newspapers across the country by 
leading news services. In addition, a 
state-by-state analysis was released to 
daily and weekly newspapers in 40 
states. 

The state-by-state breakdown re- 
vealed a variety of market facts signifi- 
cant for appliance manufacturers. 

For example, California newspapers 
which received the GAMA forecast 
headlined the fact that the state would 
lead all the states in the nation in new 
home construction during the 3-year pe- 
riod with a minimum of 653,000 new 


Supermarket Boosts 2-Temperature Water 


Detroit super market owner Joseph Tringali 
reaped definite benefits from modernizing the 
commercial hot water service in his food market. 
When the market opened 3 years ago, an 82 
gal. storage water heater ran continuously and 
the average monthly cost for hot water service 
was $26. 

The retailer went to Michigan Consolidated 
Gas Co. where he explained that hot water was 
needed on the ground floor and second floor in 
his market, in good volume. He asked the utility: 
“Can | get a heater that will give me water hot 
enough to sanitize meat pans and counters, as 
well as providing hot water for washing vege- 
tables and for lavatory use?” 

Within a few days, a new Ruud Sanimaster 
water heater was installed in the basement. The 
unit is designed to supply an abundant amount 
of 180° F water and at the same time a general- 
purpose supply of 140° F water. 

Mr. Tringali soon found his average monthly 
cost of water heating had dropped from $26 to 
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$7.50. He has since found that the water heater 
benefits him $30 to $60 every month or two. This 
is attributed to having 180° F water at the meat 
preparation sinks to cut and dissolve residue 
grease. This fatty material now flows through the 
sink traps and waste lines, where formerly a 
plumber had to unplug the lines. 

Clear, rust-free 180° F water from Sanimaster’s 
Monel tank is delivered to a 2-compartment sink 
in the meat cutting room to sanitize and de- 
grease the meat pans. 

The meat hooks in the cooler are periodically 
cleansed and degreased with the hot water. This 
180° F water is also piped to a sink on the main 
sales floor. Once a week this high temperature 
water cleanses produce tables and the refrigera- 
tor which displays milk, cheese, butter and eggs. 

While employees are using the 180° F water, 
other workers may be washing vegetables in the 
storage room, using water service at tempera- 
tures to 140° F from the second and lower tem- 
perature outlet. 


homes to be started or completed by the 
summer of 1957. 

Throughout the country, newspapers 
gave credit to GAMA for the forecast. 


ROPER RANGES IN FABULOUS 
1000 LAKE SHORE DRIVE 





At 1000 Lake Shore Drive, in the heart of 
Chicago’s ‘Gold Coast’ and once the party- 
site used by Edith Rockefeller McCormick, a 
distinguished 28-story apartment building is 
scheduled for completion this month. The 
building, termed a milestone in architectural 
achievement, will be equipped with 186 auto- 
matic Roper gas ranges. The apartment in- 
teriors are marvels of convenience and effi- 
ciency. In addition to the new Roper gas 
ranges, the kitchens provide a complete array 
of modern appliances, full ventilation, the 
latest design fixtures and custom kitchen cabi- 
nets finished to the taste of the occupant. 3 
Roper models are to be installed. 
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is something 


ALWAYS 


missing? 
(to cut your profit) 


...then switch to the one line that meets every selling need 


Your Bryant Distributor is equipped to help 
you on sales calls . . . to offer technical assist- 
ance . . . to co-operate in local promotion . . . 
to promptly supply the equipment or parts you 
may need for any job. He is as near as your 
telephone. And his services are backed by 
competent factory district representatives, 


sk 
EXAMPLE No. 5. Local distributor 
warehousing and service are other advantages 
you enjoy when you handle the Bryant line. 
HEATING AIR CONDITIONING 
WATER HEATING 
. The most complete line in the industry 
. Quality products—Competitively priced 
. Established name—Good customer acceptance 
factory product specialists and traveling fac- . Broad, attractive profit margins 
tory sales-training and service teams. * 5. Local Distributor warehousing and service 
It will pay you to call your nearby Bryant . Factory district representatives and traveling 
Distributor today. sales training and service teams 
Bryant Heater Div., Affiliated Gas Equipment, Inc., 17825 St. Clair Ave., Cleveland 10, Ohio 
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AGA’s PEP Campaign 
Underway Next Month 


HE industry’s most intensive commer- 

cial gas cooking equipment sales cam- 

paign—the 1954 PEP (for perform- 
ance-economy-profit) program—will be 
carried on in September, October and No- 
vember as a nationwide promotion designed 
to unite utilities, equipment dealers and ap- 
pliance manufacturers for increased sales of 
gas appliances. 

This year’s drive is part of the PAR pro- 
gram and is patterned after the successful 
1953 campaign which received active sup- 
port from 75 participating companies. A 
number of those companies reported sales 
increases from 25 to 125% in 1953. 

Each utility company may enter the cam- 
paign in any degree it desires and the in- 
dividual company is offered the opportunity 
of using all or any part of the AGA-sug- 
gested campaign according to its own local 
problems and its budget. For helpful guid- 
ance in conducting a PEP campaign, AGA 
has prepared a what-to-do and how-to-do- 
it program for utilities. In addition, the as- 
sociation has put together a portfolio con- 
taining a wealth of material and informa- 
tion for member-companies. 

The portfolio includes window or wall 
streamers and pennants for dealers’ stores; 
direct mail folders for mailing to customers; 
a complete series of suggested letters for 
mailing to both customers and dealer sales- 
men; sales booklets for dealer salesmen and 
other booklets for customers and prospects. 
A material order form describes the various 
material available from AGA. 

AGA’s program offers advice to compa- 
nies who wish to participate in the cam- 
paign. It explains how the campaign should 
be organized, stresses the importance of 
having a sales contest for salesmen and 
suggests that prizes should be offered to 
dealer salesmen. Investment figures taken 
from last year’s company-campaigns are 
included to show that while participation 
may be limited, it may still be effective. 

The arrangement of a commercial sales 
contest is discussed, along with: the impor- 
tance of building a mailing list of dealer 
salesmen; sales training; the use of display 
material, and method launching campaign. 

Complete details of the drive are outlined 
in a special what-to-do timetable sent by 
AGA to utility and manufacturer members. 
The brochure tells the What, Who, Why, 
When, Where and How of the campaign and 
includes step-by-step details of procedure. It 
has been arranged so that individual com- 
panies can follow the campaign either 
wholly or in part, and can prepare their 
own campaigns to fit individual budgets. 

The film “Where Food Is Finest” is 
ivailable on a rental basis for showings dur- 
ing the sales campaign and it is suggested 
that the film be shown in local schools and 
solleges, and be offered to secretaries of 
ocal restaurant, steward and dietetic asso- 
iation groups. An entertaining, informative 
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and interesting film, it may be shown also 
to equipment dealers and their salesmen. 

Scripts and properties for live stage-pres- 
entations of the shows “What So Proudly 
We Hail” and “Mr. Flameless and Mrs. 
Flame” are available for showings during 
the period. The former points out the com- 
petitive aspects of gas and electric equip- 
ment in commercial cooking, while the lat- 
ter shows the non-competitive advantages 
of gas cooking. 

Uniting utility companies, appliance 
manufacturers and equipment dealers, in 
an aggressive, combined effort to replace 
obsolete and inefficient cooking units with 
new automatic gas appliances, the 1954 
PEP campaign meets appliance manu- 
facturer and dealer requests for increased 





GAMA REPEATS PEP CONTEST 


This year too, Gas Appliance Manufacturers 
Association is sponsoring a gas company con- 
test designed to encourage participation by 
gas companies in the PEP campaign. 

Three $300 cash prizes will be awarded, 
one to each commercial department sales man- 
ager of the winning company in 3 competitive 
divisions. In addition, each winning company 
will receive a suitably-engraved plaque to 
commemorate its victory. 

Eligible entrants for the contest include all 
merchandising and non-merchandising gas 
companies in continental United States who 
register as participating in the AGA PEP sales 
campaign. The gas companies will be grouped 
in 3 divisions, as of July 1, 1954, as follows: 


Large—100,001 or more total gas customers 

Medium—25,001 to 100,000 total gas cus- 
tomers 

Small—Up to 25,000 total gas customers 


Competing gas companies must file sales 
reports on the official reporting forms fur- 
nished by AGA for periods ending: Sept. 30, 
Oci. 30 and Nov. 30. The final report of sales 
during the contest period must be postmarked 
not later than Dec. 20. 

The contest, which starts Sept. 1 and ends 
Nov. 30, will count sales of commercial gas 
cooking equipment by gas companies or their 
dealers installed and connected prior to Dec. 
20. The following commercial equipment will 
count towards prizes: ranges, broilers, port- 
able bake ovens, combination griddles and 
broilers, fryers, griddles, toasters, salaman- 
ders, gas fired steamers, waterless food stor- 
age tables, and gas fired steam kettles. Indus- 
trial equipment will not count. 

The gas company selling the greatest dollar 
volume of these appliances, at manufacturers’ 
list prices, f.o.b. plant, uninstalled, per gas 
customer on its lines will be the winner in its 
division. 

Prize winners will be determined by a board 
of 5 judges to be designated by GAMA, and 
this board’s decision will be final. 
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emphasis on replacement 
utilities, the drive offers: 


sales. To the 


1. Closer working relationships with equip- 
ment dealers 
Insurance against loss to competition 
Better equipment on the lines 
. Better trained salesmen 
. A higher level of sales activity. 


Manufacturers may benefit by: increased 
sales of equipment; better trained dealer 
salesmen, and closer relationships with both 
gas companies and dealers. 

Dealers may profit by: increased equip- 
ment sales; better trained sales personnel, 
and better equipment in the hands of satis- 
fied customers. 

AGA reports, in its program for the 
1954 campaign, results achieved by a num- 
ber of gas companies in the 1953 PEP drive. 
Last year, Piedmont Natural Gas Co. as- 
signed a staff of residential men to call on 
volume feeding establishments as part of 
their regular duties. The men were in- 
structed to go into the kitchens, analyze the 
customers’ food production, inspect all old 
equipment and make recommendations for 
improvement. The result, according to Pied- 
mont Natural—sales of commercial cook- 
ing appliances “about double” that of the 
same period the year before (1952). 


VETERAN GAS APPLIANCE RETIRED 


all 


Back in 1904, 2 Ruud Manufacturing Co. 
continuous flow water heaters were installed 
in a school at Nutley, N. J. After 50 years of 
supplying hot water service the 2 units were 
retired and replaced by 2 new Ruud instan- 
taneous heaters. A Board of Education official, 
in reviewing the half-century of service given 
by the original heaters commented, ‘Over 
the many years there was very little cost for 
maintenance. The only real maintenance was 
a semi-annual cleaning of the burners, a 
vacuum cleaning of the appliances, and a 
periodic inspection of the flue pipe.” 
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Coleman Dealers Study Air Cond 

C. L. Burrows, sales vice president, Cole- 
man Co., reporting at the conclusion of the 
company’s ‘homecoming’ dealer training 
program for 1954, said that more than 50% 
of this year’s registrants chose special train- 
ing in year-round air conditioning rather 
than heating alone. 

An innovation of the 1954 schools was 
the option given dealers of specialized work 
in either year-round air conditioning o1 
heating. According to Mr. Burrows, the 
option gave dealers a chance to direct their 
attention to the subject which promised the 
greatest reward. 

More than 5,000 Coleman dealers have 
participated in the training program ove! 
the past 4 years. This year more than 1,000 
dealers, in groups of 40 to 60, were brought 
to Wichita, Kan., for 5 days of factory 
training. 


Servel Appoints 2 New Distributors 

Two new air conditioning distributors 
have been appointed by Servel, Inc.; South- 
side Fuel Oil Co., Jacksonville, Fla., and 
Louis N. Picciano & Son, Endicott, N. Y. 





MEN AT WORK 


HaROLD BULL has been named directo 
of distribution, Norge div., Borg-Warne) 
Corp. 

WILLIAM Davis is now factory represen- 
tative, northern New York, Skuttle Mfg 
Co. 
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All you have to do is renew 
your subscription—promptly— 


Gas Journal 


The editors have formulated new plans for new content in 
. Articles of value to you in your 
work will be presented in concisely-edited form—articles 


you should not miss if you are to be aware of gas indus- 


So—DON’T BE A LAPSER—Renew | 
your subscription promptly 


JOHN W. GINGERICH has been promoted 
to merchandising manager, 
Inc. 

GEORGE HEARD is now Pittsburgh district 
manager, sales-service, 
Dravo Corp. 

PAUL R. KENNEDY was appointed south- 
ern regional manager, Servel, Inc. 

H. L. MCNALLy has been named Iowa 
representative, Skuttle Mfg. Co. 

JOHN F. MYERS was named district sales 
manager, New England, Servel, Inc. 

S. THOMAS SHIMANSKI was appointed to 


the Madison, Wis., sales office, The Trane | 


Co. 

GLEN A. WHITE is now on the engineer- 
ing staff, Bryant Heater div., Affiliated Gas 
Equipment, Inc. 


CLASSIFIED 
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LARGE EASTERN MANUFACTURING 
COMPANY DESIRES TO ENTER 
GAS METER 
MANUFACTURING FIELD 
AND REQUIRES EXPERIENCED 
KEY PERSONNEL 


DESIGN ENGINEER 
PRODUCTION MAN 
PLANT SUPERINTENDENT 


WRITE GIVING COMPLETE EXPERIENCE 

BOX 240 

50 EAST FORDHAM ROAD 
BRONX 68, N. Y. 
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GAS INCINERATOR 


No matter where you look, you can’t find a load- 
builder to equal the Majestic Gas Incinerator! 
Here’s an appliance needed in every modern home. 


It’s backed by a company with a quarter-century 
of incinerator experience, able to furnish the neces- 
sary sales-stimulators to put across a cooperative 


program. A natural for special promotions! 












| 420-A Erie Street 


Disposes of TRASH and GARBAGE 


Household trash and garbage are 
placed together into this modern 
home convenience. Drying pilot and 
18,000 BTU gas burner, coupled 
with Majestic’s patented Jet-Air- 
Action downdraft, assure efficient 
incineration. AGA approved. 


See your Majestic Distributor or write 


Co., Inc. 


Huntington, Indiana 
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}}2\) American’ Aluminumcase Meters 












American’s new Model 5B-225 
Aluminumcase Meter has ample ca- 
pacity for household space heating 
loads. Weighing under 15 pounds, 
this new meter features a one-piece 
precision-machined aluminum alloy 
body . . . insuring complete parts 
interchangeability and high resist- 
ance to impact damage. Model 
5B-225 incorporates all of the ex- 
cellent characteristics of American 
Ironcase Meters, including self-lu- 


METER COMPANY 
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bricating porous bronze bearings to 
provide prolonged accuracy and 
minimum wear. New grommet-type 
bushings in the axle and flag rod 
stufing boxes provide dependable, 
positive leak protection with mini- 
mum friction. 


Write today for full details on the 
NEW 5B-225 Aluminumcase Meter 
by American— your assurance of 
low-cost, sustained accuracy in 
metering. 


Alhambra - Atlanta Baltimore - 
Houston - 
New York + Omaha - 


Seattle - Tulsa 


Minneapolis 


Birmingham - 


—priced the same as the 
American 5B lroncase Meter. 





— 225 cubic feet per hour of 
0.6 specific gravity gas at %- 
inch water column differential. 
Working pressure 5 psi. 





Light 
Weight 
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— saves in shipping, handling 
and setting. Pressure die-cast 
aluminum alloy. Shipping 
weight less than 15 Ibs. 





Box 


—easy meter reading because clear, 
high impact strength molded all-plas- 
tic design gives full index visibility. 





- Distinctive 
Design 


—insures customer acceptance in 
either indoor or outdoor settings 
... Styled by prominent industrial 
designer. 


GENERAL SALES OFFICE: 1513 Race Street, Philadelphia - Albany 
Boston - Chicago 
Kansas City - 
Pittsburgh - 


Los Angeles 
San Francisco 


IN CANADA: Canadian Meter Company, Limited, Hamilton 


Edmonton - Calgary 
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